MARKETING AGENCIES, THEIR SIGNIFICANCE   289
agencies. The purpose of the cooperative agency is to render essential services according to the most efficient methods, the advantages gained thereby to be distributed chiefly to the contributors of the business, and not to the investors of capital. To provide the capital required for successful operation, the truly cooperative agency depends upon capital contributions from each member in proportion to the volume of business provided by each. Recognizing that saving must be stimulated, current rates of interest only are paid on capital. Thus the producers' cooperative agency represents a distinctly different purpose from the private agency. It is motivated by a desire to reduce competitive margins and to pay the highest possible proportion of the consumer's dollar to producers. The private agency, on the other hand, strives for profits which may be high only because competitive margins are unnecessarily wide, due to the fact that marketing services at present are rendered so largely by relatively inefficient middlemen.
Many present-day marketing problems are not being solved so far as public interest is concerned, not because private agencies lack ability to force improvement, but because a considerable part of present profits necessarily would have to be sacrificed voluntarily in order to eliminate all inefficient middlemen from business. Moreover their elimination would probably result in lower prices to consumers only without certainty of any immediate change of prices to fanners. Since consumers are not organized to force lower margins from their end of the line, as farmers are, the pressure for improvement by way of eliminating high cost concerns is not very effective. What the public, including both consumer and farmer, wants to have materialize out of its clamor for improved marketing is clearly a narrower margin between farmer and consumer prices. The machinery by which marketing expenses may be reduced, so that a lower margin covers